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Abstract 
Purpose of Study: This article aims to analyze the effect of product aspects of marketing effort consisting of brand 
image, product quality, and service quality on consumer purchase intention. The sample of research is 100 consumer of 
Honda motorcycle in Surakarta city. 
Methodology: The sampling technique uses convenience sampling. Data analysis tools use multiple linear regression. 
Results: The results showed that brand image, product quality, and service quality significantly influence consumer 
purchase intention. 
Implications/Applications: For further research, it is necessary to add other independent variables, such as price aspect, 
promotion aspect, distribution aspect, and consumer characteristic. 
Keywords: Brand Image, Product and Service Quality, Purchase Intention.  
INTRODUCTION 
The development of technology and the mobility of community activities led to the increasing need for transportation 
facilities that becomes a potential opportunity for the automotive industry. Motorcycles are one of the most convenient 
types of transportation; easy maintenance, low operational costs, fuel-efficient use, and affordable prices by the public. 
Reality shows that currently, almost all households in Indonesia have motorcycles as a means of daily transportation. 
As a market leader, PT. Astra Honda Motor has provided reliable motorcycles, qualified, and based on community needs. 
Their market share has reached more than 50%, which is caused by the popular brand image, compatible price with other 
brands, and most appropriate with the willingness and capability of Indonesian society (Merdeka, 2017). In fact, they 
remain consistent to produce quality products and ensure affordability by consumers in Indonesia. 
The brand is one of the most important product attributes (Surachman, 2017, Nikolaeva, & Savvinov, 2016). Brand 
image is a public perception of the company or its products. Honda motorcycles not only provide good brand image and 
product quality but also provide excellent service quality to its customers. Kotler et al. (1999) define the image as the 
number of pictures, impressions, and beliefs held by a person against an object. 
Through a positive brand image, it allows a person interested in making a purchase (Sutisna, 2001). Good product quality 
and reliable also will generate interest to buy. Product quality is determined by a set of benefits and functions, including 
durability, independence of other products or other components, exclusivity, convenience, outward form (color, shape, 
packaging, etc.) (Handoko, 1992). In addition to brand image and product quality, service quality becomes a determinant 
of consumer purchase intention. Service quality is something perceived by the customer (Tjiptono, 2010). Customers will 
assess the quality of a perceived service based on what they describe in their minds. Therefore, the purpose of this 
research is to prove empirically the influence of a brand image, product quality, and service quality to consumer purchase 
intention. 
LITERATURE REVIEW 
Purchase Intention 
Purchase intention is part of the buyer's behavioral component. Purchase intention is a tendency to buy a brand or take 
action related to the purchase as measured by the level of possibility. A marketer needs to understand consumer interest 
in a product to predict consumer behavior in the future (Assael, 2001, Ahmadi et al., 2014). 
Factors that affected purchase intention are (1) attitudes of others, and (2) unanticipated situation factors (Kotler, 2005) 
While there are several factors that influence purchase intention, namely: (1) differences in employment; (2) 
socioeconomic differences; (3) different hobbies or passions; (4) sex differences; and (5) age differences (Lidyawatie, 
1998). A person's purchase intention in the buying decision process is influenced by two factors, unexpected situations, 
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and attitudes toward others (Kotler, Bowen, and Makens, 1999). Factors that affect purchase intention are associated with 
feelings and emotions. If one feels happy and satisfied in buying a product, it will strengthen purchase intention, while 
dissatisfaction usually deprives interest (Swastha, and Irawan, 1997, Lobão, and Pereira, 2016, Guerrero, Hilda, Shirly 
Polo, and Judith Martinez Royer Paola Ariza. 2018). 
Alternatives to purchasing decisions can be (1) brand decisions; (2) supplier decisions; (3) quantity decisions; (4) time 
decision; and (5) method of payment decision. The determinants of purchase intention are seven factors: physical 
environment, customer satisfaction, service quality, brand image, product quality, perceived value, and price (Joseph, 
Onyemachi, and Lilian 2012; Awi, and Chaipoopirutana 2014; Pupuani, and Sulistyawati 2013, Safdari, Arab, & 
Bagheri, 2013). But this paper focuses on three factors, they are brand image, product quality, and service quality. 
Brand Image and Purchase Intention 
Every buyer has different responses to the company or brand image (Kotler, 2002). Brand image is the overall perception 
of a product or its past information and experience of a product or brand (Sutisna, 2001). Meanwhile, according to 
Tandjung (2004), brand image is a collection of brand associations that forms a certain perception of the brand. The 
brand association is everything that is entwined in the memory of a brand. 
Research on the influence of brand image on purchase intention has been done by Annafik, and Rahardjo (2012), 
Yoestini (2012), Arslan, and Zaman (2014), Mambu (2015), Rizkalla, and Suzanawaty (2012), Soltani et al. (2016), and 
Wang, and Tsai (2014). Their results indicate that brand image has a positive effect on consumer purchase intention. 
From the above explanation, it can be formulated hypothesis as follows: 
H1: Brand image positively affects consumer purchase intention. 
Product Quality and Purchase Intention 
Product quality is a potential strategic weapon to get competitors (Kotler, and Amstrong 2001). Product quality has a 
major contribution to customer satisfaction, customer retention, word of mouth, and market share (Tjiptono, 2008). In 
assessing product quality is highly dependent on the information inherent in the product and how much information can 
be understood by each individual. This information can be intrinsic and extrinsic (Schiffman, and Kanuk 2008). 
The objectives of product quality are: (1) to strive for the product to reach predetermined standards; (2) to keep the cost 
of inspection as small as possible; And (3) to keep the cost of the design of a particular product as small as possible 
(Kotler, 2002). Research on the effect of product quality on purchase intention has been done by Annafik, and Rahardjo 
(2012), Amelia (2012), Yoestini (2012), Chinomona, Okoumba, and Pooe (2013), and Saleem et al. (2015). The results 
showed that product quality had a positive effect on purchase intention. It that can be formulated hypothesis as follows. 
H2: Product Quality positively affects purchase intention. 
Quality Service and Purchase Intention 
Quality of service is very important to provide the best service to the consumers. Good service quality will have a 
positive impact on consumers so they become interested to buy the products of the company. Service quality is a model 
that illustrates the customer's condition in shaping service expectations from past experiences, word-of-mouth 
promotions, and advertising by comparing the services they expect with the services they feel (Kotler, 2005). 
Service quality is perceived as how big the gap between perception (desire) and the reality they receive (Turban et al. 
2018). Service quality is a function of what is actually received by the customer (technical quality), by how the service is 
delivered (functional quality) (Groonroos, 1984). 
Research on the effect of service quality on purchase intention has been done by Fure (2013), Bariroh (2015), Arslan, 
and Zaman (2014), Rizkalla, and Suzanawaty (2012), Soltani et al. (2016), Wang, and Tsai (2014). The results showed 
that service quality had a positive effect on consumer purchase intention. It can be formulated hypothesis as follows: 
H3: Quality of service has a positive effect on consumer purchase intention 
RESEARCH METHOD 
The type of this research is quantitative descriptive research, the type of research is hypothesis testing (Sugiyono, 2013) 
The population is all consumers of Honda Motorcycles in the city of Surakarta. The sampling technique uses 
nonprobability sampling with accidental sampling technique, Determination of the number of research samples by the 
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error rate with tolerated (α) of 5% or α = 0.05 and the desired error rate, not more than 0.1, it can be calculated 
(Djarwanto, and Subagyo 2005): 
N = ¼
2
1.0
96.1






 
N = 96.04 rounded to 100 
The number of samples researched was 100 respondents. 
The data used is primary data which obtained or collected directly from the source. Data collection is done by 
distributing a list of questions that are open and closed to the respondents. The Independent variables consist of brand 
image variables, product quality, service quality. While the dependent variable is consumer purchase intention. 
Hypothesis testing is done by using multiple linear regression. Before analyzing the influence of a brand image, product 
quality, and service quality on purchase intention, first tested research instrument (validity and reliability) and 
assumption test (normality test, multicollinearity test, and heteroscedasticity test). The research model is formulated as 
follows: 
Y = a + b1X1 +b2X2 + b3X3 + e 
Where: 
Y: Purchase Intention 
a: Constants 
X1: Brand Image 
X2: Product Quality 
X3:: Service Quality 
b: Regression coefficient 
e: Standard error, ie the influence of other variables that do not fit into the model, but also affect the dependent variable. 
Brand Image (X1) 
Is the respondent's perception of the consumer's assessment of the superiority of the product as a whole. The variable is 
measured using five indicators, namely: (1) excellence and quality of machinery; (2) the fuel's keenness (injection); 
Acceleration or speed of motor vehicles; (3) interesting and impressive design, (4) comfort when driven. 
Product Quality (X2) 
Product quality is customer perception about the ability of a product to perform its function. Indicators of product quality 
variables include (1) product quality compared to other products; (2) product technology compared to other products; (3) 
functional products for consumers (4) design and product variants compared to other products (Kotler, and Amstrong 
2001). 
Service Quality (X3) 
Service quality is a function of what is actually received by the customer (technical quality), and how the service is 
delivered (functional quality). The service quality variable indicators in this study are (1) reliability; (2) responsiveness; 
(3) assurance; (4) empathy; (5) tangible (Groonroos, 1984). 
Purchase Intention (Y) 
Purchase intention is the stage of respondent's tendency to act before the buying decision is actually implemented 
(Kinear, and Taylor 1995). Indicators of purchase intention consist of: (1) interest in the products offered; (2) product 
availability and ease of purchase; (3) a pleasant buying situation; (4) fulfillment of needs (Annafik, and Rahardjo 2012). 
All variables are measured using the Likert scale, for example the scale used in the questionnaire to measure or assess 
respondents' attitudes (Sugiyono, 2010). Rating scale 5 for answers Strongly Agree (SS), 4 for answers Agree (S), 3 for 
Neutral answers (N), 2 for Disagree (TS) and 1 for Strongly Disagree (STS) answers. 
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RESULTS AND DISCUSSION 
The number of research samples is 100 respondents selected by convenience sampling. Based on the result of the 
instrument test, all independent and dependent variables are valid and reliable. The results of the classical assumption 
test also show that the analyzed data is normally distributed, does not indicate multicollinearity, and heteroscedasticity. 
To find the result of the analysis of the influence of independent variables consisting of Brand Image (X1), Service 
Quality (X2), Product Quality (X3) to the dependent variable, Purchase Intention (Y). The regression equation describes 
as follows: 
Y = 4.766 + 0.107 X1 + 0.369 X2 + 0.073 X3 
Based on the function of the regression equation above, it can be interpreted if all independent variables have a positive 
effect on Purchase Intention. The result of processed data found the coefficient of determination value (R2) is 0.605. It 
shows that the independent variables in the model ( Brand Image, Product Quality, and Service Quality) able to explain 
the variation of the variable of Honda Motorcycle Purchase Intention in Surakarta at 60.5% and 49.5%, explained by 
other variables outside the model. The results also obtained Fcount of 50.436 with a significance value of 0.000, it means 
the model used is precise or robust. 
Furthermore, to test the significance of independent variables of Brand Image (X1), Product Quality (X2), and Service 
Quality (X3) on Purchase Intention (Y) partially using the t-test. The results of t-test analysis can be seen in table 1. 
Table 1: Test Results 
Variables tcount ttable Sig. Explanation 
Brand Image 2.208 1.985 0.000 H1 Accepted 
Product Quality 5.424 1.985 0.006 H2 Accepted 
Service Quality 2.663 1.985 0.000 H2 Accepted 
THE EFFECT OF BRAND IMAGE ON PURCHASE INTENTION 
Table 1 shows that the brand image has a tcount greater than the ttable (2.208 > 1.985) then rejects H0 and receives H1. 
It means that the brand image has a significant effect on purchase intention. Consumers who have a positive image of a 
brand will be more likely to make a purchase. Because the brand image is a set of beliefs, ideas, and impressions that a 
person has for a brand, then the attitude and actions of consumers of a brand are determined by the brand image. 
Companies need to create a brand image through the creation of superior and quality engines, efficient fuel usage, 
acceleration, and great speed, attractive and impressive design, and comfortable when ridden. These factors must be well 
considered for better branding in the minds of consumers. The results of this study support the research of Amelia 
(2012),Yoestini (2012), Arslan, and Zaman (2014), Mambu (2015), Rizkalla, and Suzanawaty (2012), Soltani et al. 
(2016), Wang, and Tsai (2014) that Brand Image variables have a significant influence on Purchase Intention. 
THE EFFECT OF PRODUCT QUALITY ON PURCHASE INTENTION 
Table 1 above shows that service quality has a tcount greater than the ttable (2.663 > 1.985) then rejects H0 and receives 
H2. Means the quality of service has a significant effect on purchase intention. Good service quality will have a positive 
impact on consumers so they are interested in buying. 
Service quality has technical and functional functions. Companies should pay attention to services to consumers with 
attention to tangible factors, such as workspace or location around is always clean, tidy and peaceful so that consumers 
who come feel happy and joy; reliability factor, such as employees always be professional in serving, fast and precise 
without any mistake, correct and right as expected by consumer; responsive factors, such as: providing services and 
helping consumers quickly and responsively; assurance factors, such as: enhancing modesty, hospitality, attention and 
credibility so that trust and confidence of consumers are guaranteed; and empathy factors, such as: always maintaining 
good communication relationships, understanding the needs and desires of consumers, and can understand the interests 
and willingness of consumers. 
The results of this research support previous research conducted by Fure (2013), Bariroh (2015), Arslan, and Zaman 
(2014), Rizkalla, and Suzanawaty (2012), Soltani et al. (2016),Wang, and Tsai (2014) stating that the variable of Service 
Quality has a significant effect on Purchase Intention. 
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CONCLUSION 
Brand image has a positive and significant impact on purchase intention. Various efforts to build brand image needs to be 
done in order to increase people's purchase intention. This means that the first hypothesis is supported. 
Product Quality also has a positive and significant effect on purchase intention. Factors of toughness and reliability of the 
engine need to get attention in order to compete with competitors' products. This means that the second hypothesis is 
proved. 
Not only that, Service Quality has a positive and significant impact on purchase intention. Provision of after-sales 
services, provision of authorized workshops, and the provision of spare parts to focus attention to increase purchase 
intention, meaning the third hypothesis also proved. 
In the process of filling in the questionnaire, the respondents were not given assistance and the duration of the time was 
very limited. So future researchers need to accompany the respondents so that the process of charging data is really 
effective. This paper only covers independent variables studied such as Brand Image, Product Quality, and Service 
quality, so future researchers need to add other independent variables, such as price, promotion, etc. 
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